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One Day Strategic Planning Retreat Agenda

There are four stages in the strategic planning process. The activities outlined in the agenda
follow these stages, are highly interdependent, and will consider the following:

Where are we now? (including stakeholder, community, environmental input)
Where do we want to be? (vision, mission, goals, objectives)

How will we get there? (What is the “road map?”)

How will we monitor progress? (measure and adjust)
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Typical Strategic Planning Agenda

1. Where are we now?
a. Situation AssessmenrtWhere are we nowWhat do we know about strategic
planning?
b. Build trustwithin the team
c. ldentify extraordinary energy leadership characteristics
d. Build cohesion
2. Where do we want to be?
a. Develop vision
b. What are the “themes” and common ideas we can agree on?
3. What is our mission statement?
a. Based on common themes, what are thest important?
b. What do you want to do, for whom, and how does it benefit them?
4. Develop objectives
a. Define team’s purpose and “job to be done”
b. What do we want to develop, create, establish, etc.
5. ldentify critical success factors
a. What are the major items or issues that must “go right” to achieve one or more
objectives
b. How will wemeasure these factorgime frame, delivery modes, resources)
c. Who are our champions?
6. Strategies for each objective
a. Where are the barriers to our success®l How will we overcomefdhinish?
b. Develop strategie®r each objective.
c. Document action plans.
d. Review and complete strategic plan.
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Strategic Planning Retreat Follow-up Agenda (1/2 day to 1 day)

Within 6 months of the first retreat, we will have a follow-up meeting to provide status reports
and celebrate our progress. Between meetings, it is important to have “touchpoint” meetings
with team members, champions, and stakeholders of the strategic plan. As mentioned in the
Introduction of this proposal, an integral piece of this support is ongoing coaching and
engagement. For example, “touchpoint" meetings will serve to coach and facilitate team
members through the implementation phase. What is the point of planning if nothing happens?

Typical Follow-Up Strategic Planning Agenda

1. Review strategic plan

a.
b.

What is the current status of the organization?
Has anything significant changed?

2. Objective Review — for each objective, champions provide a status report to include:

a.

® a0 o

What is the original objective?

What has been the progress toward completing objective?
What went very well? What was successful?

What were some barriers along the way?

What are next steps and recommendations?

3. How can we communicate our Strategic Plan

a.
b.

How can we communicate our success to others?
How can we be effective and efficient in “rolling out” our strategic plan

4. Next steps
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Strategic Planning Terms (with examples from car manufacturing company)

A picture of the “preferred future”; a statement that describes how the future will look
if the organization achieves its ultimate aims.

“The vehicles of choice for a value-focused world”

A statement of the overall purpose of an organization. Describes what you do, for
whom you do it and the benefit.

“Our mission is to provide the consumer with high quality, price competitive
automobiles to meet their personal, business and recreational needs.”

General guidelines which set the foundation for how an organization will operate.

“‘Responsiveness to consumer needs will be a first priority in our operations.
Therefore we will...”

Broad, long-term aims that define accomplishment of the mission.

“Profitability - Maximize net income by increasing revenues and controlling costs.

Specific, quantifiable, realistic targets that measure the accomplishment of a goal
over a specified period of time.

“Increase revenues by 12% in 1993. Limit increases in overhead costs to 2% in
1993. Achieve a 5% reduction in management staff through increased automation.”

Major items or issues that must “go right” to achieve one or more objectives.
“Body styles that are pleasing to the public. Effective dealer network.

Successful office automation project.”

Existing or potential challenges that hinder the achievement of one or more
objectives.

“Inefficient northeast plant. Price competition from Japan manufacturers. Public
perception of poor quality by USA.”

Broad activities required to achieve an objective, control a critical success factor, or
overcome a barrier.

“Establish partnership with Japanese manufacturer to revamp the northeast plant.
Implement program to widely promote our success as a quality producer.”

Specific steps to be taken, by whom and by when, to implement a strategy.

“Initiate discussions with PR firm on Quality Promotion BPC 2/1 Develop first draft of
Promotion AKO 3/15 Review Promotion internally and update BPC 4/1”
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